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The development of social economy and life quality, as well as the increasing 
focuses on health makes the health care products extremely demanded. All kinds of 
pharmacy enterprises increase investment on health care products which intensifies 
the competition of the whole market. Resorting to its strong research and investment 
capability, Shenzhen Haiwang Group produced various health care products in the 
90th with exceeded marketing strategy and marketing capability, which made 
Haiwang the leading role in health care market.  
However, China’s health care business and the whole market is confronted with 
reform and transition, as specialization and large scale mode is in full swing, and 
consumer’s demand and consumption concept is changing as well. The previous 
marketing strategy of Haiwang can’t meet with the new circumstance, with the 
deficiency of few analysis of segment market, inaccurate target consumer orientation, 
simple marketing mold, as well as the suspended business improvement due to the 
insufficient consider of consumers. 
This paper bases on the marketing theories, and researches the health care 
marketing strategies of Haiwang. This paper reviews general situation and 
development of Haiwang, and then concludes the marketing strategy problems. 
Adopting to PEST, this paper analyses the macroscopical circumstance of Haiwang. 
At the meantime, it analyses the microscopical circumstance and competitiveness 
using the SWOT and five forces model. This paper subdivides Haiwang’s health 
care market, and analyses the choose and position of the target market. Available 
methods and advices for future marketing is explored according to the 4Cs theory.  
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